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A Longer-Term Financing Strategy for the CGIAR 
At its meeting in January I999 the Consultative Council requested CGIAR Finance 
Committee Chair, Alex McCalla to lead the implementation of the CGIAR System 
Review recommendations on resource mobilization and public awareness. At MTM99, 
Mr. McCalla outlined the process he envisioned for responding to the challenge of 
developing a longer term financing strategy for the CGIAR and designing appropriate 
arrangements for resource mobilization/public awareness to implement the financing 
strategy. A working group, representing the Centers, Members and the Public 
Awareness and Resources Committee, chaired by Mr. McCalla has guided the work of a 
consulting company, The Conservation Company, engaged for the task. The CGIAR 
Finance Committee during its 16th meeting held on Saturday, October 23, 1999 
discussed the enclosed draft report from The Conservation Company. 
The Finance Committee notes that this is a draft report which will be completed by the 
CGIAR Mid-Term Meeting in May 2000 and seeks the Group's endorsement for 
continuing the work until then. The overall direction of the strategic decisions that will be 
required, however, is already evident. Hence, the Committee offers the following 
propositions for consideration by the Group at this meeting: 
0 CGIAR Longer Term Financing Strategy should be based on the continuation of 
ODA funding with some proportion being supported by non-ODA funding from DAC 
countries, expansion of Southern financial participation and a special effort to solicit 
private philanthropy. 
0 A single mechanism, such as a foundation, is proposed for harmonizing the 
numerous and multi-level public awareness and resource mobilization activities and 
to implement new initiatives. This would build on the existing strengths and 
collaborations such as Future Harvest. Does the Group agree with the proposition 
for moving in the direction of a harmonized, but not centralized, approach for 
resource mobilization and public awareness? 
Both propositions are fully supported in the enclosed detailed report of The Conservation 
Company, which will be presented by John Riggan, President. 
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EXECUTIVE SUMMARY 
In January 1999, the Chairman of the CGIAR asked the Alex McCalla, CGIAR Finance 
Committee Chair, to: 
1. Lead the effort to develop a long-range fund raising strategy for the CGIAR 
2. Suggest guidelines to improve the stability and predictability of funding for the CGIAR 
research agenda 
3. Propose appropriate structures and mechanisms to implement a public awareness and 
constituency building program for the CGIAR 
A Working Group representing key constituencies was created and a consultant, John Riggan of 
The Conservation Company, was selected to engage in initial exploration of approaches to 
diversify and expand funding for the CGIAR. The Working Group met in late August and 
endorsed both the preliminary results of the research undertaken and the strategies and 
recommendations as outlined in this document. In keeping with the CGIAR tradition, interviews 
with key stakeholders are primary elements in the development of the strategies presented below. 
Some interviews have been conducted already and more are planned. Please see Appendix A for 
a list of the Working Group members and Appendix B for a partial list of interviewees. 
This document outlines a strategic framework for CGIAR financing and the structural 
arrangements for implementing a more integrated and expanded effort for raising public 
awareness among key constituencies in the North and South, and a fundraising and resource 
mobilization effort targeted at the public and private sectors. As an initial report it explores and 
begins to test the feasibility of possible elements of a financing strategy. These elements are 
discussed, along with potential challenges and next steps. A table listing the primary strategic 
elements contained in the report follows. 
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THE CONSERVATION COMPANY 
s TRA TEG Y 
PRIVATE SECTOR 
NEXT STEPS CHALLENGES 
1. Growing the role of Private Sector 
Philanthropy 
2. Promoting the CGlAR as a social 
marketing resource 
3. Advancing the CGlAR as a 
business partner 
4. Tapping the New Wea/th/Creating 
an Endowment Fund 
Educate foundations and corporations on the meaning and 
importance of sustainable development and the role i f  the 
CGIAR in the various elements of it through study tours and 
briefing sessions. 
Expand grants from private sector funders for research and 
capacity building. 
Build awareness about CGlARlFuture Harvest through 
intermediary organizations such as the Council of 
Foundations and Prince of Wales Business Leaders Forum. 
Develop creative approaches to make research attractive to 
non-traditional donors by highlighting appealing 
economidsocial issues. 
Increase opportunities for donor visibility in CGIAR initiatives 
through involving academics, alumni, etc. in disseminating 
research results. 
.Consider the potential benefits that may accrue by becoming 
a resource for corporate marketing initiatives. 
Further explore and assess on both a System- and Center- 
level the feasibility of entering into commercial partnerships, 
taking into consideration the intricacies of intellectual 
property rights. 
The concern that commercial interests might overwhelm and 
distort the CGIAR should be addressed. 
Further examine the giving trends of the New Wealth to 
better understand the potential and viability of approaching it. 
Educate this audience for purposes of an endowment 
campaign, using private and public sector leadership. 
= 
= 
Research is not as high a priority as it once was for 
fouodafions so the CGIAR agenda needs to be framed 
broadly. 
Funders need a better understanding of the relationship 
between agricultural research, applied research and the 
processes leading to the alleviation of poverty. 
Private sector has not been privy to internal changes 
that the CGIAR has undergone as a result of Lucerne. 
Considerable resources and professional staff will be 
needed to expand grant funds for the CGIAR. 
The CGIAR should only engage in those partnerships 
that preserve the public goods nature of its research 
and which are truly beneficial to the research agenda. 
= Entering into commercial partnerships introduces 
complex issues such as intellectual property rights with 
which the CGIAR continues to grapple. 
= While it is still a relatively unknown entity, competition 
for this audience’s funds will increase over time. 
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STRATEGY NEXT STEPS 
PUBLIC SECTOR 
1. Securing and Expanding Support 
from Current Members 
CHALLENGES 
2.Explore Non-ODA Sources 
3. Expanding Southern Membership 
. Develop accurate picture of giving trends through more 
research for current members. 
. Benchmark current investments through comparisons of 
donor support. 
= Conduct further donor interviews to devise strategies to 
communicate more effectively to donors the measurable 
short-to medium-term value of CGIAR research. 
Identify possible target domestic ministries that might be 
convinced of the reasons to make an investment in the 
CGIAR, such as Ministries of Agriculture, Environment, and 
Economic Planning 
= Chronicle past and current practices with National Support 
Organizations and other broad-based coalitions to raise 
awareness and advocate for wider government support for 
CGIAR. 
Analyze past and present negotiations to significantly scale 
up support from the South. 
Devise a system of graduated entry costs to membership that 
is dependent on size of a nation’s economy and utilization of 
CGIAR research. 
Explore with Southern countries the potential for incurring 
long-range, low-cost debt to support agriculture research 
(national and CGIAR). 
Benchmark prospective investments through comparisons of 
support from peer donors. 
Identify and hold dialogues with Southern Ministers of 
Government about the higher expectations for their support. 
Explore with development banks, tying investment to the 
CGIAR as a part of a loan package to help provide financing 
at the outset. 
. While donors recognize quality of CGIAR research, they 
are losing sight of its intended short-to medium-term 
impact. 
. Avoid zero-sum situation, when ODA from a given 
country is reduced owing to funds committed by other 
ministries in the same government. 
While many Southern countries have benefited from 
CGIAR public goods, few have traditionally provided 
funding; convincing those countries to begin 
contributing will be challenging. 
Agriculture is typically not very high on the agendas of 
Southem countries. 
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EXECUTIVE SUMMARY CONTINUED 
After considerable reflection, the Working Group affirms unanimously the need for an expanded 
public awareness effort in the CGIAR. A rationale outlining that need and its relevance for 
resource mobilization is presented. Recommendations, again reflecting the consensus of the 
Working Group, are presented for the organization and structure for a harmonized public 
awarenesshesource mobilization entity, tentatively named Future Harvest: the CGIAR 
Foundation. Salient features of the new foundation include: 
1. 
2. 
3. 
4. 
5 .  
6 .  
7. 
A tax-exempt structure merging the two current CGIAR-related foundations (IFAR and 
Future Harvest Foundations). 
Accountability to, but independence from, the CGIAR to provide greater flexibility in 
operation in serving effectively both the Centers and the CGIAR as a whole. 
“Ownership” by Centers and other key constituencies to ensure the Foundation serves 
broadly the CGIAR’s needs. 
Professional staff with expertise in public awareness and resource mobilization to raise 
visibility and investment in key regions. 
A Board of Directors comprised of key CGIAR constituents, including the CDC, CBC, 
donorhnvestors, the NGO Committee and Private Sector Committee. In addition outside 
directors will be brought in to add new strategies and networks. 
Housed at the World Bank and include a staff of professionals (new hires and secondments) 
with extensive experience in communications and public relations and fundraising. 
Working relationships with the growing number of National Support Organizations that will 
complement The Foundation’s public awareness activities. 
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INTRODUCTION 
In January 1999, the Chairman of the CGIAR asked the Alex McCalla, CGIAR Finance 
Committee Chair, to: 
1 .  Lead the effort to develop a long-range fund raising strategy for the CGIAR 
2. Suggest guidelines to improve the stability and predictability of funding for the CGIAR 
research agenda 
3. Propose appropriate structures and mechanisms to implement a public awareness and 
constituency building program for the CGIAR 
A Working Group representing key constituencies was created and a consultant, John Riggan of 
The Conservation Company', was selected to engage in initial exploration of approaches to 
diversify and expand funding for the CGIAR. The Working Group met in late August and 
endorsed both the preliminary results of the research undertaken and the strategies and 
recommendations as outlined in this document. In keeping with the CGIAR tradition, interviews 
with key stakeholders are primary elements in the development of the strategies presented below. 
Some interviews have been conducted already and more are planned. Please see Appendix A for 
a list of the Working Group members and Appendix B for a partial list of interviewees. 
This document outlines a strategic framework for CGIAR financing and the structural 
arrangements for implementing a more integrated and expanded effort for raising public 
awareness among key constituencies in the North and South, and a fundraising and resource 
mobilization effort targeted at the public and private sectors. As an initial report it explores and 
begins to test the feasibility of possible elements of a financing strategy. These elements are 
discussed, along with potential challenges and next steps. 
After a review by the membership at ICW, and necessary further research and consultation, the 
financing strategy will be finalized for presentation at MTM 2000. It is hoped that 
implementation of this strategy will begin after MTM. 
After a discussion of the strategies for mobilizing funds from the public and private sector 
current financing of the CGIAR, a proposal for a CGIAR-wide central initiative on PA/RM 
follows. 
This report is based on the following assumptions: 
1. The CGIAR's mandate to develop and apply science and technologies to the world's most 
pressing problems is now, and will remain, critically important. 
2. Financial resources must increase at least modestly for the CGIAR to continue to tackle its 
mandate. Moreover, other types of resources need to be accessed and shared, such as 
research capacities outside the CGIAR including academia and the private sector. 
' For twenty years, The Conservation Company has provided strategic planning, program development, and 
management consulting services to foundations, nonprofit organizations, corporate community involvement 
programs, and government agencies. 
TOWARDS A LONG RANGE FINANCING STRATEGY FOR THE CGIAR 
THE CONSERVATION C MPANY 
PAGE 5 
3. 
4. 
5.  
6. 
7. 
8. 
9. 
Both the CGIAR System and Centers are conceptualized as dynamic entities that will adapt 
to and take advantage of opportunities to become more efficient; these adaptations might 
include changes that are now unanticipated. 
In addition to scaling up marketing efforts at the Center level, the CGIAR as a System must 
ensure results and communicate them effectively in order to remain viable. 
An investment mentality must be adopted at all levels where resources are committed for 
high priority research initiatives. Measurement of impacts and specific outcomes are critical 
to retaining and attracting financial and political support. 
The visibility of the CGIAR mission, agenda and research programs must be much greater 
especially among critical constituencies that control resources and public opinion. 
The involvement-financial, intellectual and political-of Southern countries must increase 
dramatically, with appropriate financing vehicles, on the principle that involvement 
whenever possible should be commensurate with benefits reaped. 
Funding for the CGIAR must be diversified to include support from private and corporate 
foundations, mutually beneficial business partnerships which both raise awareness and funds, 
and contributions from the newly wealthy individuals in supporting an endowment campaign. 
The financial and human resources required for diversifying and expanding support for the 
CGIAR will be substantial. Further, these transformations will demand a long-term view, 
patience and flexibility. 
Diversifying and expanding financial resources for the CGIAR is a critically important task and 
success is possible. However, there is keen competition for all funds public and private. To be 
successful will require long-range strategies, commitment of financial and creative resources, 
and a willingness to work collaboratively on behalf of the whole CGIAR System. 
In the view of the consultants, the CGIAR is well positioned to diversify and expand its financial 
base. In this Report, we identify the critical strategic elements of this important undertaking, 
share research findings to date, and identify additional work to be done. We also address the 
need to mount a creative and sustained public awareness effort and recommend a new 
governance structure and organizational capacity to implement the strategies adopted by the 
CGIAR. 
We are grateful for the cooperation and support received during this assignment. We have in 
particular benefited from a grant from The Ford Foundation to explore and develop private sector 
marketing strategies for the CGIAR. The entire System has shared information and insight in a 
most generous manner. It has been a privilege to work on this important and interesting 
assignment. 
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OVERVIEW OF CURRENT FINANCING OF THE CGIAR 
The CGIAR has enjoyed considerable success with steady and increasing funding especially 
since the renewed commitment from funders at Lucerne. Now overall trends in ODA funding 
may threaten a reduction from several significant traditional donors. Also, a strong trend toward 
restricted support is altering dramatically both how the resources are allocated in a Center and 
the research priorities themselves. Many are concerned that the research agenda is becoming 
donor-driven rather than agenda-driven. Many also regard the primary challenge as one of 
negotiating with donor/investors to make sure that the most promising research is funded and 
that finders recognize and provide adequate resources to cover the full costs of the programs. 
In recent years, The World Bank has played a truly vital role for the CGIAR, providing critical 
support through its grants program. Although there remains strong continuing support for the 
CGIAR and current levels of funding appear to be secure for the next four to five years, the Bank 
increasingly wants to ensure that its funds are used to leverage other public and private sector 
support to achieve sustainable long term financing. It is likely that within the planning frame of 
this report. the Bank will seek to reduce its reliance on grant funds and look to other financing 
approaches such as loans; support of a special endowment fund created fiom public and private 
sector contributions; or possibly other forms of support. It is expected that the leadership of the 
World Bank will provide important support to this effort to leverage other funding to secure 
more sustainable financing in the long term. This support along with leadership from co- 
sponsors is crucial to the CGIAR’s future. 
An example of the type of support the World Bank might be encouraged to provide includes aid 
in building a CGIAR endowment. The CGIAR would be best served developing this endowment 
through public and private sector support. To begin, the World Bank and perhaps regional 
development banks might seed fund the endowment with an initial infusion of capital. This 
would provide leverage to seek added funding for the endowment from the private sector, such 
as corporations, foundations, or wealthy individuals (more on this below). The endowment 
could then be used to create several funds for specific purposes including conserving and 
managing CGIAR-held germplasm collections, expanded natural resources management 
research, or other possible themes. 
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PRIVATE SECTOR STRATEGIES 
The private sector has traditionally played a seminal role in the CGIAR. In fact, the organization 
was brought into existence through the intellectual leadership and financial support of the Ford 
and Rockefeller Foundations; with few exceptions, however, other private sector funders 
generally have not followed their lead. Notwithstanding, the private sector is beginning to 
expand its role in society, taking responsibility for certain aspects of economic and political life 
previously the exclusive domain of national and local government. And though a recent 
phenomenon, we can expect this trend to accelerate. 
Although public goods research remains primarily the province of the public sector, this too is 
changing. Foundations and corporations are providing growing amounts of resources for a wide 
range of biomedical and other research that will yield benefits for both the broader society and 
the long-term commercial interest. Substantial funds for this kind of research are available but 
the CGIAR is currently accessing very little of them. 
At the same time, corporations are also entering into major contractual arrangements With 
research institutions, often characterized by specific proprietary interests, which are frequently 
controversial and raise concerns about access to key research discoveries. Resolving the 
complex issues of intellectual property rights (IPR) is therefore critical, and its implications must 
be sorted out to ensure that the CGIAR’s public goods research mandate is not compromised. In 
fact, this concern represents, at present, the single greatest inhibitor to the development on a 
broader scale of potential mutually beneficial partnerships. These concerns must be respected 
and weighed carefully. Private sector funds should be regarded as a supplement to, not a 
replacement for, public sector support to the CGIAR. Typically much more restricted and 
shorter-term than public grants, private funds can be characterized as venture capital that can 
support new inquiries or to promote the capacity of organizations and systems through 
innovative approaches to organizational restructuring, access to new technologies, training, fund 
development, and communications and marketing. 
The CGIAR can no doubt access significant levels of private sector support if sound strategies 
that appreciate the limited nature and uses of these funds are developed, and if effective 
implementation plans that include expanded public awareness efforts are executed. 
Research into the potential for private sector support has been underway for almost one year, 
under a grant that The Conservation Company received from The Ford Foundation to advise the 
CGIAR on how to build its capacity to reach out to the private sector. As part of this effort, The 
Conservation Company has formed several collaborative working relationships with The 
Philanthropic Initiative (TPI) and Addventures Network. TPI will help us identify strategies to 
approach the immense new wealth that would possibly be interested in the issues of research and 
sustainable development. TPI is the leading organization concerned with researching and 
helping guide this emerging field of philanthropy. Addventures Network is developing specific 
“social marketing” strategies, which will raise awareness of the CGIAR’s mission while 
generating revenues and mutually beneficial partnerships with the business sector. Addventures 
Network is a global social venture group that provides expertise in developing social marketing 
strategies. 
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The findings and preliminary recommendations below are the results of past and current research 
and interviews with key individuals in corporations and private foundations. (Please see 
Appendices C and D for list of corporations and foundations contacted to date). Clearly, more 
research in the four areas that are discussed below is necessary; but a basis for an effective 
strategic framework to improve levels of support from non-traditional sources is emerging. 
CORPORATE 
PRIVATE FOUNDATION 
Private sector support currently is 3.5 percent of the CGIAR's income and, to date, foundations 
and corporations have invested unevenly across the CGIAR. However, an analysis of nine 
Centers with funding relationships with non-traditional donors demonstrates that non-traditional 
donor support can play an important leveraging role for the CGIAR. Once a prestigious 
corporate or foundation is on board, it is more likely that other funders will support initiatives. 
The following table illustrates the success rate of nine Centers in requesting funds for both 
research and other projects from private foundation and corporations and successfully receiving a 
grant or in-kind contribution. 
' 
1 1  7 1 
20 13 6 
UNDECIDED/ I NoOmohtE I DONORTYPE I SUCCESS I FAILURE I 
INTERNATIONAL 
ORGANIZATION 
NGO 
RESEARCH INSTITUTION 
INDIVIDUAL 
TOTAL 
2 1 0 
9 0 1 
4 0 2 
1 0 0 
47 21 10 
Though the results illustrated above may incorporate some self-selection bias, these nine Centers 
have completed a funding request successfully 60 percent of the time.* 
Further, the corporate sector currently shows interest in learning about the CGIAR and its work. 
Members of the Conference Board's Contributions Council responded positively to an 
information briefing about the importance of food security held in mid-1999. The British 
business community has also demonstrated interest in attending a panel discussion on the role of 
agricultural research to be held in early 2000. 
This 60 percent success rate demonstrates that the CGIAR can effectively identify compatible 
funders. A closer analysis of this data yields that requests made to NGOs, research institutions 
and individuals-which comprise 5 8 percent of non-traditional donors-are successful 1 00 
percent of the time. The Centers should perhaps expand their targets to include NGOs, research 
* CIMMYT, CIP, ICLARM, ICRAF, IFPRI, ILRI, IPGRI, IWMI, WARDA. 
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institutions and individuals more often. Presumably, the success rate in approaching these 
donors is a result of a particular Center’s focus and approach to donor cultivation and 
relationship building. 
1. Growing the Role of Private Sector Philanthropy 
Private Foundations. In the long-term, the private sector represents a growing opportunity for 
complementing the CGIAR’s public funds. Foundations are increasingly taking on leadership 
roles in forming and implementing important policy agendas. Foundations hold the perception 
that the traditional U.S. Government-United Nations paradigm is slowly dissolving and 
foundations have begun to supplant it. The impact of this leadership is evidenced most recently, 
for example, by Rockefeller Foundation President Gordon Conway’s creation of a cross-sector 
task force on biotechnology. The work of the John D. and Catherine T. MacArthur Foundation’s 
emphasis on war crimes and human rights is another example. 
There is much potential for the role of foundations in supporting CGIAR-related work. 
Although current levels of awareness about the CGIAR are quite low among the largest U.S. and 
British foundations conducting work in the fields of sustainable development (and within this, 
environment, population, conflict resolution, resource conservation and management, and 
governance), there exists an interest to learn more about the System and its work. 
Corporate Philanthropy. Good corporate citizenshi-efined by socially responsible business 
practices (including extensive philanthropyj-is becoming increasingly important to 
shareholders and to corporate leadership itself. Corporations seek to raise the value of their 
brand and image through two principal strategies: maintaining a focused giving strategy and 
ensuring an opportunity for visibility. This visibility comes from being able to clearly explain 
how each funded initiative fulfills the’corporation’s philanthropic mission. 
For many businesses, good corporate citizenship is defined by collaborating with or supporting 
organizations that promote economic or environmental sustainable development in their areas of 
operation, whether it is at a local or international level. Many of these companies operate in 
countries where the issues that the CGIAR tackles are important to their national economic and 
political development. 
The growth of intermediary organizations that provide opportunities for corporate involvement 
in the non-profit sector are evidence of the increasing interest in corporate citizenship. The U S .  
has witnessed the development and growth of organizations such as Business for Social 
Responsibility. Taking the lead from their counterparts in the U.S, Europe has also seen the 
growth of membership groups. The European Foundation Center has recently developed several 
private sector committee groups dedicated to exploring the role of corporate citizenship in 
Europe, and The Prince of Wales Business Leaders Forum, which now has a core membership of 
50 multinationals, is active in promoting corporate citizenship in over 30 emerging and transition 
economies. 
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Issues relevant to both foundations and corporations. Sustainable development is a growing 
area of interest for the private sector, though stakeholders must become more familiar with the 
specific field and the importance of agricultural research. Even generally, foundations and 
corporations tend to define sustainable development quite differently. Some perceive it to 
include a large economic development component, and others believe that environmental issues 
are at its center. However, regardless of audience, the environment is a recognizable and 
appealing element of sustainable development, of which the CGIAR can take advantage, given 
its work in this field. Both foundation and corporate interviews in the United States and the 
United Kingdom revealed that the environment and related issues, such as natural resource 
management, biodiversity, and water management are of most interest. It is also important to 
note that the link between sustainable development and its crucial role in solving the world’s 
hunger crises is not as clear as it should be to this community. 
Both corporate and foundation donors also noted that contextualizing scientific research within a 
social or economic framework would make funding research more effective in reaching its goals, 
as well as appealing for brand-building purposes. Foundation and corporate mechanisms for 
ensuring accountability make medium-term outcomes increasingly important for the CGIAR to 
develop when approaching this audience. 
Challenges 
Research currently is not as high a priority as it once was for foundations. Studies have reported 
a decline in philanthropic suppon for research. 
In addition, corporate grantmakers said they believed that a growing number of companies would 
become involved in international giving as their business strategies become increasingly global. 
But that growth, the report emphasized, is unlikely to occur in the poorest regions of the world, 
since corporations tend to give where they have a direct investment-such as an area where a 
company has manufacturing facilities. 
Those funders that will be motivated by development initiatives need to understand better the 
relationships between agriculture research, applied research and the development strategies that 
lead to a better standard of living and prospects for farmers and rural economies. Funders also 
need to see more clearly an innovative link between agriculture research and its implications on 
issues such as biodiversity, conflict resolution, and population stabilization. Connections 
between these fields have already been established in academia, but funders’ awareness about 
more specific, high-impact outcome-oriented connections need to be heightened. 
Finally, the private sector has not been privy to the internal changes that the CGIAR has 
undergone as a result of Lucerne; many interviewees continue to hold the perception that the 
CGIAR is not as flexible or responsive to external factors as other potential grantees. 
Next Steps 
It is clear that the strengthening of CGIAR’s awareness among non-traditional donors is the 
cornerstone with which to develop more numerous and stronger relationships. Strategies for 
further exploration include the following: 
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Work to educate audiences on the meaning and importance of sustainable development and 
the role of the CGIAR in the various elements of sustainable development (particularly those 
in which the foundation or corporation is involved). Specific strategies could include 
developing targeted study tours for foundations to learn more about how the work of the 
Centers has a direct impact on their grantees and areas of interest. Similar tours could be 
designed for corporations with presence in CGIAR priority areas. 
Build awareness about the CGIAR through intermediary organizations such as the Council 
on Foundations and the Prince of Wales Business Leaders Forum (PWBLF). Specific 
strategies include CGIAR information exchanges, visits, study tours and briefing sessions. 
The United Kingdom appears to be the most progressive of the member states in terms of 
developing corporate partnerships with the non-profit community. Building long-term 
strategic partnerships with organizations such as the PWBLF is a crucial step in building 
awareness among the corporate community in the UK and represents a distinct opportunity to 
market to an organized corporate audience. 
Develop creative approaches to make research and related activities attractive to non- 
traditional donors. Because of the difficulty of capitalizing on long-term research results, 
consider framing research with cutting-edge economic/social issues of interest to 
corporations and fimders with short-term results. Approaches could include highlighting 
certain research thrusts, especially those relevant to capacity building and policy 
implementation. 
Increase opportunities for donor visibility in CGIAR initiatives. Possible strategies include 
adopting proactive marketing tactics for research initiatives and involving academics or 
alumni of CGIAR system in disseminating research results. 
2. Promoting the CGIAR as a social marketing resource 
Corporations, in their ever-changing strategies to remain competitive, are increasingly relying 
not only on corporate philanthropy, but also on other mechanisms to increase their brand value, 
such as cause-related or social marketing. Social marketing is a broad term for the alliance 
formed between a corporation and an organization representing a social cause. In the case of the 
CGIAR, its goal is to increase awareness of its mission through contact with corporate 
constituents, and to generate income for its programs through increased donations that are a 
result of higher visibility. The corporation, through its affiliation with an organization such as 
the CGIAR, seeks to extend brand equity, protect customer and employee loyalty, improve 
market share, expand media attention and-as a consequence of all these benefits-to 
measurably increase profitability. The company also seeks to put its money where its values are: 
to invest in a cause that matters to the corporation because it matters to its stakeholders. 
. 
Recent surveys indicate that more than 76% of consumers would switch to a corporate brand or 
product that supports worthy causes3 Prominent multinationals like Nestle, American Express 
and British Petroleum have successfully engaged in cause-related marketing or business 
arrangement initiatives and have effectively differentiated their products in the marketplace. 
_ _ ~ ~  
1999 Conemoper Survey on Cause-Related Marketing and Consumer Preferences. 
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To date, few corporations have captured the attention of consumers on the global issue of 
alleviating hunger and poverty, and the CGIAR and its Centers could position itself as an 
attractive marketing resource for multinational corporations. A multinational food producer, for 
example, could as part of its marketing campaign, donate five percent of its profits to CGIAR 
projects dealing with crisis areas. In exchange, the CGIAR would potentially award a “seal of 
approval” to this company’s products. 
Challenges 
Given the nature of the CGIAR and of the research it produces, the organization will need to 
consider engaging in such partnerships if it is certain that the integrity of the Centers as 
producers of public goods is not compromised. Such initiatives should be vetted as to not 
damage or lessen the credibility of the CGIAR’s research. 
Next Steps 
This represents an important opportunity for the CGIAR and its network of partner 
organizations. Given the evolution of corporate social investment and the needs of the 
organization to increase awareness and generate more diversified streams of income, it is an 
appropriate time for CGIAR to explore the possibilities and implications of becoming a resource 
for corporate marketing initiatives. Issues to consider during this research include the following: 
An assessment of the competition. 
A continued evaluation of current public awareness/communications strategies. 
A staff and training audit to determine the new dimensions of the CGIAWFuture Harvest 
activities. 
0 
0 
A manual to be shared within the CGIAR, as well as potential strategies for engaging in social 
marketing initiatives are being developed and will be available in early 2000. (Please see 
Appendix E for a summary of Addventure report). 
3. Advancing the CGUR as a business partner 
Partnering-ntering into mutually agreeable, productive commercial relationships-with 
Agribusinesskife Sciences companies could be a viable option for the CGIAR to further 
explore. While there is limited experience with Centers in developing partnerships with 
biotechnology companies to further their genetic research in promising areas (and where critical 
issues such as IPR and other proprietary science concerns can be worked out), substantial 
benefits to both parties could accrue. For example, Centers hold and manage the germplasm 
collections that are of immense value to private companies and benefit from the goodwill that 
derives from the CGIAR’s public goods mandate and its agenda to alleviate poverty and create 
sustainable solutions to agriculture production. The corporate sector, on the other hand, can 
contribute genetic materials and already patented processes, which can lessen the time and 
resources necessary to advance Center research and development programs. The potential 
contribution to the CGIAR is considerable. While not easy to address and highly complex in 
scope, this strategy deserves hrther attention and exploration. 
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Challenges 
Entering into arrangements with commercial entities introduces complex issues such as IPR with 
which the CGIAR continues to grapple. 
Next Steps 
The potential conflict between the proprietary nature of commercial research and the public 
goods nature of CGIAR research needs continued work toward resolution. The concern that 
commercial interests might overwhelm and distort the CGIAR should be addressed and 
mitigated. 
In addition to working toward the resolution of the potential IPR conflicts, the notion the CGIAR 
will remain a member of the public domain should be reinforced when considering possible 
commercial arrangements. Additionally, research needs to be conducted on defining what types 
of commercial partnerships or ventures are appropriate for the CGIAR and on how to prioritize 
the potential partner options to protect and maintain the CGIAR’s public goods image 
4. Tapping the New Wealth/Creating an Endowment Fund 
The New Wealth, created in large part by the technology revolution and the buoyant stock 
market, is an audience that would potentially be receptive to CGIAR’s mission and work. Vast 
wealth has been created by the baby boom generation-and some of it starting to find its way 
into philanthropy. The David and Lucile Packard Foundation, The Melinda and Bill Gates 
Foundation and Ted Tumer’s gifts are clear illustrations of this trend. The potential of involving 
this audience is significant and should be further studied. In fact, even middle class Americans 
have the capacity to give a potential total of $374 billion in gifts to churches and charities in 
1 999.4 
Challenges 
The relative newness of this audience makes it an unknown entity. Further, competition for this 
sector’s funds will increase with time. Therefore, quick and thorough familiarity with the New 
Wealth is critical in order to gauge most effectively its interest in the work of the CGIAR and its 
Centers. 
Next Steps 
The New Wealth in both the United States and Europe as an audience should be further 
examined to better understand the potential and viability of approaching it, focusing on the 
fo 110 wing: 
Who are the potentially interested fimders/collaborators? 
What are funding trends for sustainable development in that field? 
How do potential fimders see themselves fitting into this initiative? 
What are the possible challenges/obstacles to approaching these non-traditional sources? 
Chronicle of Philanthropy, “Donor’s Assets: Where the Money Is,” July 15, 1999. 4 
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Leveraging this private sector audience would complement the World Bank-created endowment, 
as discussed in the introduction. (Support from the New Wealth, however, would not be limited 
to the endowment campaign.) With the leadership of senior World Bank officials as well as of 
other public leaders connected to the CGIAR (Maurice Strong, M.S. Swaminathan, Gordon 
Conway, Jeffrey Sachs), an educational campaign targeting this audience should be explored and 
developed. Because of the sector’s relative unfamiliarity with philanthropy, the CGIAR should 
take advantage of this to position itself before this audience in advance of other similar causes. 
Specific attention should be devoted on educating and motivating the New Wealth on the 
importance of investing in the CGIAR to overcome the perception that a food crisis does not 
exist. 
Given the diversity of the New Wealth as a group, the CGIAR should explore the possibilities of 
adopting a “tier-level” endowment campaign, where funds for a specific area of interest would 
be set up for donors of differing sizes. 
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PUBLIC SECTOR STRATEGIES 
A long range financing strategy needs to ensure the stabilization-and perhaps expansion-of 
funding fiom current donors. The strategy also should ensure that non-members who reap the 
benefits from the CGIAR’s science provide a commensurate level of support. Indeed if the 
South were to provide more support for the CGIAR, evinced through increased membership and 
whenever possible investment above the minimum $500,000 level, the case for shoring up and 
potentially expanding the level of current support from the North would be strengthened. 
Significant increases in ODA from the North are unlikely; but other pools of support from other 
domestic ministries and coalitions such as agriculture, economic planning, environment or 
foreign affairs might be tapped in certain situations. This will require a shift from the current 
mindset: from funding seen as donor aid to one seen as investments. The CGIAR must be shown 
as an investment to generate a high rate of return both for the North and the South. 
The ideas below are informed by the Working Group’s deliberations and through discussions 
with key CGIAR stakeholders. We are seeking reactions and counsel from various sources 
regarding these preliminary recommendations, for which we have also listed potential challenges 
and next steps. 
1. Shoring up current support 
The current memberhnvestors, especially the ODA sources, are now and should expectedly 
remain the most significant category of support for the CGIAR. Despite an impressive pattern of 
sustained support from the public sector, there are troubling signs of waning commitment. 
Identifying and exploiting new sources of funding is rightly a priority but now reaffirming the 
support of existing donors is of paramount importance. Both passive and active research is 
necessary to understand giving trends and determine how they might be influenced. 
Passive research involves the use of data, some of which is easily accessible, to answer a set of 
salient questions concerning current (and prospective) members. Relevant questions include: 
Over a particular time period, what has the trend been for funding to the CGIAR? 
What are those funding levels as percentage of the total ODA and percentage of ODA 
targeted to agriculture? 
What percentage of the agriculture of a given nation uses CGIAR products? 
What is the level of agricultural sector subsidy and research funding of CGIAR as a 
percentage of that subsidy? 
What is the investment in CGIAR as a percentage of agricultural imports fiom developing 
countries? 
0 
0 
The aim is to use data, both financial and anecdotal, to answer questions regarding past levels of 
commitment toward forming a rough estimate of the expected levels of future funding. These 
levels of support should represent parity between investment in and returns from CGIAR 
research. Of course, many reasons exist for a disparity between expected and actual funding. 
Economic ability and political will fluctuate. The point nevertheless is to form realistic 
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expectations of potential funding while taking into account practical challenges. This should 
help set targets for effective resource mobilization. (More on this in the below section on 
expanding Southern membership). 
Active fact-finding is also needed. Candid interviews with member/investors should provide 
invaluable learning on why certain donors have committed their support for as long as they have 
and what conditions might trigger a search for an exit, as well as feedback on potential strategies 
to reaffirm their support. A limited number of these interviews have been conducted already as 
part of this assignment. Insights gained at those meetings inform and underscore some of the 
preliminary conclusions we present in this report. [For the list of interviewees, please see 
Appendix B.] More interviews will be held during and after MTM. 
A scaled-up public awareness effort more effectively demonstrating the value of CGIAR 
research should help strengthen a case to ensure current funding and perhaps expand support 
from traditional aid sources. 
Challenges 
In shoring up current support, the CGIAR faces the challenge of reafirrning current donor 
support. The meetings in Lucerne represented a reorientation, setting new priorities for the 
CGIAR. But now having come past that critical period, the CGIAR needs to find new ways of 
assuring donors that its research is results-oriented, and defined in a much more measurable way 
than they are currently. Donors we have spoken to recognize the superior quality of research 
performed at CGIAR Centers and the longer term successes of past projects, but they are losing 
sight of the intended short-to-medium term impact of the research. 
Next steps 
Using available information, the CGIAR should develop an accurate picture of giving trends for 
all current donors. Clearly, when the time comes for the CGIAR to approach these public sector 
donors and to argue for expanded support, such background preparation will be crucial. This 
information gathering should also be used to benchmark current and prospective investments 
through comparisons of donor support. 
More interviews should be conducted with donors with an aim to devise both donor-specific and 
general strategies at communicating more effectively to donors the measurable short to medium 
term value of CGIAR research. This will serve not only to ensure existing support but also to 
attract other donors to the CGIAR. A harmonized PA/RM effort will no doubt be helpful with 
this and the other proposed strategies. These strategies would also form the basis of an effective 
approach to expanding Southern membership. 
2. Exploring Non-ODA Sources 
Another strategy to enhance the level of current support is to explore the potential of tapping 
non-ODA budgets. This strategy is a logical extension of shifting from conceptualizing financial 
supporters as donors to investors. We are all familiar with the substantial economic gains 
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CGIAR research has provided the North. Yet the vast majority much of the funding for the 
CGIAR comes out development agency coffers. This strategy would involve targeting the 
various ministries of government that would acknowledge, and might invest to reap, the returns 
CGIAR investments provide. Possible targets of this strategy include Ministries of Agriculture, 
Economic Planning, Environment, Foreign Affairs, and Defense. 
Challenges 
A zero-sum situation needs to be avoided, when ODA fiom a given country to the CGIAR is 
reduced owing to funds committed by other ministries fiom the same government. 
Exploring non-ODA sources is also limited to countries in which there are markets for CGIAR 
products. Moreover, tapping domestic funds requires a lobbying capacity that does not yet exist. 
National Support Organizations, such as the Australian Crawford Fund, would be excellent 
vehicles for such domestic campaigning. An NSO might form part of a broad coalition of actors 
in support of international agricultural research, from representatives from agriculture, 
environment, foreign affairs, defense, as well as NGOs, academia and the private sector. Efforts 
have been undertaken-with mixed results-to establish NSOs in Japan, Italy, the US, the UK. 
Canada is now making a major commitment to an NSO and is moving rapidly ahead with its 
development. The Center Directors Committee has provided funding, through the Public 
Awareness Resource Mobilization Committee, for some of these initiatives. 
Next steps 
Possible non-ODA sources of funding need to be identified. Potential challenges and levels of 
interest will be solicited during interviews with current donor representatives. An in-depth 
exploration of the successes and failures is proposed to study the potential for NSOs, or other 
broad-based coalitions such as a part of the long-range financing strategy. 
3. Expanding Southern Memberships 
Since Lucerne, there has been a modest, yet rising level of support for the CGIAR from 
developing nations: fiom $5m in 1992 to $13.2m in 1998. The Working Group strongly 
recommends pursuing a strategy to negotiate expanded membership from the South, to increase 
their funding and influence of the research agenda. Steps have been taken but strides are needed. 
The CGIAR provides substantial benefit to the South and when possible those returns need to be 
in line with investments. The South encompasses a wide range of economies, some of which are 
healthier than others. Indeed, there are countries with thriving economies, the agricultural 
sectors of which have benefited greatly from CGIAR science; these countries could reasonably 
be expected to provide more than the $500,000 minimum member contribution. There are clear 
challenges facing this strategy that are discussed below. 
SubstantiaIIy increasing Southern membership and financial participation is vital for a longer 
range financing strategy because it not only seeks to make investments commensurate with yield 
for the South, but also provides crucial leverage in dealing with the North. Donor 
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representatives have told us that such commitment from the South would be invaluable in 
demonstrating to their governments just how important the CGIAR is to developing nations. 
Thus, a successful strategy would not only increase revenues significantly but would help 
maintain, and perhaps build a case to expand, the level of support from the North. 
Challenges 
Significant opportunities and challenges exist. As with the case in developing relationships with 
the private sector, the public goods nature of CGIAR research presents free-rider implications. 
Countries that are permitted to use technologies, the development of which neighboring nations 
have supported but they themselves have not, will be predictably difficult to win over. This is 
indeed a significant challenge but not an insurmountable one. Such free-rider issues exist in 
relation to a host of international economic relations for which organizational remedies have 
been devised. Naturally these solutions, which include cooperative arrangements, are only 
successful when the interests they are designed to protect are deemed to be of high priority for 
governments. 
Unfortunately, agriculture does not often enjoy top status on the agendas of many developing 
nations. Owing to limited political and economic resources, many pressing issues other than 
agriculture compete for, and often win, the attention of policymakers in the South. It is often the 
case that supportive ministers representing developing nations are constricted in advancing the 
CGIAR and the agricultural research agenda in their respective governments. 
Even with sufficient political will and economic ability to support the CGIAR, some countries 
are more prone than others to fluctuations and crises that might unexpectedly and unavoidably 
challenge the support to the CGIAR. Both the investor country and the CGIAR need to devise 
methods of dealing with such risks. 
Next Steps 
Moving forward with this strategy requires learning systematically the challenges faced in 
previous efforts to convince developing nations to provide funds, and to learn from the successes 
and failures. 
Nations possess varying means to contribute to CGIAR research. Currently, some Southern 
countries with struggling economies and governments are contributing far more than their larger, 
more stable neighbors-despite relatively equal use of CGIAR research. Models for developing 
appropriate expectations for investments exist and they should be studied closely. A graduated 
system of entry costs to CGIAR membership (for Northern and Southern members) might be 
devised based on the level of GDP and the utilization of CGIAR research in the agricultural 
sector. Moreover, investments from current and prospective members should be compared with 
those of various peer countries. This benchmarking might be used to encourage donors from the 
same region or with similar economic profiles to invest at the same levels. 
Help will be needed to make these expectations practical and realizable. Models of cooperative 
arrangements and alternative financing exist, which mitigate somewhat the above challenges to 
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securing the political and financial prerequisites for stable investment in the CGIAR. Attempts 
are being made to replicate such models as FONTAGRO, a regional agricultural research fund 
focused on Latin American and Caribbean countries, in other regions. Although to be certain 
these models experience problems with their operations, they can provide useful knowledge on a 
model that best works for the CGIAR. Exploratory discussions should be conducted with these 
various institutions to develop a way for the CGIAR to encourage stable financial support from 
the South including discussions with the World Bank, Inter-American Development Bank, the 
African Development Bank, and the Asian Development Bank. These institutions might also aid 
in persuading key leadership to make CGIAR membership a political priority. Further research 
should be conducted to develop an overall view about the prospects, opportunities, and risks over 
the longer term. 
Other considerations would include exploring with Finance Ministers the basis for incurring long 
range and low-cost debt for high priority research with strong potential for achieving a return on 
investment over time. Member investors might also consider making their ODA support to 
countries somewhat conditional on funding for agriculture research. This step would be 
controversial but would underscore the connection between CGIAR research and developing the 
agriculture sector of the economy. 
The point is to engage in a qualitatively different kind of dialogue with Southern governments, 
with higher expectations for their support, and to pursue it rigorously over a period of time. 
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EXPANDED PUBLIC AWARENESS 
The CGIAR is essentially unknown outside of international agriculture research circles. Having 
enjoyed its highest level of public awareness during the Green Revolution era, the CGIAR has 
since labored in relative obscurity. This low profile is now hurting the CGIAR’s prospects for 
winning continued and new financial support. The CGIAR is hurt further by not presenting a 
compelling case for the critical nature of its research agenda. However, a strong consensus has 
emerged toward increasing the public awareness of the CGIAR both to strengthen its political 
support in national capitals across the globe and increase priority financial support for 
agricultural research. 
1. 
2. 
3. 
The rationale for strengthening the CGIAR’s public awareness functions is compelling: 
Current donorhnvestors need well-presented information to share with decision-makers in- 
country; and examples of scientific accomplishments that will appeal to the public and 
interest the media. 
There are many important links between agricultural research and other closely related areas 
that will be of real interest to various constituencies and interest groups. These areas include: 
conserving the natural resource base and protecting the environment; addressing poverty 
through agriculturally-based economic development; and food security as a humanitarian 
concern which contributes to political stability and society building. Moreover, IPR issues 
should be taken into consideration. 
The case for agricultural research as a funding priority must be made convincingly in 
Southern countries to achieve political and legislative support initiatives that will benefit 
these societies. 
Efforts to Date 
Numerous initiatives are underway to address, at least in part, these challenges. The CGIAR 
Chairman and Secretariat have worked to introduce the CGIAR to the public, most recently 
through a Public Service Announcement on CNN. The Public AwarenessResource Mobilization 
Committee (PARC), created and supported financially by the Centers, has been pushing for 
greater public awareness efforts. Recently, PARC has helped launch a new organization, Future 
Harvest, to bring positive attention to the CGIAR. Future Harvest is off to a good start, having 
published a well-received study on the links between food security and peace, and appointed a 
group of prominent spokespeople, including Jimmy Carter, who recently authored an op-ed piece 
for the International Herald Tribune. Future Harvest has great potential that must be built upon 
in expanding the CGIAR’s public awareness function. 
Many Centers have begun to develop new public awareness activities including new logos, 
annual report formats, web sites, and the like. A few Centers have begun to involve their Boards 
in these kinds of activities, and have recruited new Board members with relevant skills and 
backgrounds. The Public Awareness Association (PAA), a membership group comprised of the 
PA staff in each Center, is working with PARC in participating in a series of training sessions 
called the Story Development Initiative, which is designed to improve the quality and impact of 
media coverage of Center’s accomplishments. Notwithstanding this progress: one concern is the 
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fashion in which most Centers have organized this function-in most cases, the public awareness 
professional is not involved with, nor adequately trained in, fimdraising-a situation that must be 
rectified. 
The above efforts, taken together, signal a growing interest in public awareness efforts. 
However, the various initiatives tend to stand alone and therefore have limited impact. Needed is 
a highly integrated effort that supports the resource mobilization and fundraising functions in an 
efficient manner, while operating both at both System-wide, national, and Center levels. 
Approaches 
Professionals in the communications and public relations fields should be trained and assigned to 
work with the media in key regions such as Africa, Asia, Europe, North America, and Latin 
America. By working with Centers and their contacts in the media, it is expected that a 
considerable increase in coverage of CGIAR research will occur. In addition, creative 
individuals such as performers, artists, writers and others might be tapped along with 
distinguished world figures (building upon Future Harvest’s Ambassadors program) to devise 
innovative ways to put the CGIAR in front of influential audiences. 
Other approaches would include: commissioning market research studies to better understand the 
attitudes and motivation of different groups who might become involved as supporters of the 
CGIAR; and exploring partnerships with private sector groups who could help raise the public 
awareness considerably through advertising or other mass campaigns. 
Along with a cadre of specialists working at the System level, a stronger effort is needed to 
increase the visibility of the work of Centers and their partners working at the regional, national 
and local levels. Wherever possible, the beneficial economic and other impacts should be 
analyzed and reported to decision-makers and the media. The audience for this effort is both 
Northern and Southern members. The key will be for the professional staff to add value to the 
Centers while bringing an entrepreneurial spirit and marketing ,orientation. They will also be 
responsible for coordinating efforts across the System in order to avoid duplication of effort and 
to achieve optimal results. Above all they will create public awareness/communications 
initiatives which are aimed at achieving success in fund raising and strengthening relationships 
with investors in the System. 
An potentially important strategic element of increased public awareness is the effort within 
certain member countries to raise support for international agricultural research through NSOs. 
This approach will help in developing tailored, an on-the-ground strategies for increasing public 
awareness in different environments. 
Resources Needed 
To adequately staff the integrated public awareness/ resource mobilization effort and to make it 
operational will require a budget at least double the current commitment (roughly $lm.) To 
achieve the desired impact over time, a sustained effort over a three to five year period will be 
needed ideally supported at approximately $3m per year. It is hoped that current levels of support 
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for these functions will at minimum be continued from the present sources and that additional 
funds be identified from other CGIAR funds. In addition, private sector foundations would be 
approached for capacity building grants to provide funds for establishing this new initiative. 
The new organization would be performance driven and regularly monitored to ensure 
accountability. The proposed structure and organization is discussed in the next section. 
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NEW ORGANIZATION AND STRUCTURE FOR THE PA/RM FUNCTION 
After considerable reflection and discussions, the Working Group reached consensus regarding 
the creation of a new foundation for carrying out the expanded and integrated public awareness 
and resource mobilization functions. The major goal in creating a new structure is to assemble 
sufficient capacity to achieve the needed results and to incorporate the most promising current 
efforts into one organization with the appropriate mandate from the CGIAR governing body. It 
is recommended that the established foundation, tentatively named Future Harvest: The CGIAR 
Foundation. be approved at ICW 1999. 
In particular this means merging the two existing foundations: IFAR and Future Harvest’s 
recently formed foundation (please see the organization chart following this section). The Board 
of Directors of the new foundation would represent key CGIAR constituencies (an expanded 
version of PARC). The Foundation would be incorporated as an independent nongovernmental 
organization (a  501(c)3, tax exempt charity in the United States), in any country where 
considerable investment is expected as a tax-exempt entity where national laws permit. 
The proposed name, Future Harvest: the CGIAR Foundation, is meant to retain the historic 
connection to the CGIAR and the equity that name represents to the international agriculture 
research and development community, while building on the initial success of the Future 
Hunmi brand. The purpose is to incorporate the accomplishments of the past with the exciting 
promise of the future. 
It is suggested that the new organization be based at the World Bank in order to take advantage 
of the supportive infrastructure and the synergies with other elements of the World Bank, the 
CGIAR. and related institutions. However, the organization will operate independently of the 
Bank and the CGIAR and thus have necessary flexibility to implement its initiatives and 
programs. 
The overarching purpose is to create an operating entity with the flexibility, creativity and 
independence to develop new, productive relationships on behalf of the entire System with the 
goal of diversifying and expanding the resources available to it. It is envisaged that a senior 
executive officer of the CGIAR will serve as Chair of The Foundation to ensure close working 
relationships with all components of the CGIAR. This individual would initially as an active 
ChairmaidCEO in putting the Board and staff together. Later, an Executive Director would be 
appointed to direct the staff, reporting to the Chair on a regular basis. 
It is recommended that the Board consist of thirteen members drawn from the Center Director’s 
Committee. the Center Board Chairs, member/investors from Northern and Southern countries, 
Co-sponsors. OECD, TAC, Finance Committee, NGO Committee and Private Sector Committee. 
In addition the Board would have three outside Directors especially recruited to bring new 
experience. skills and connections probably drawn from the philanthropic and business sectors. 
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Implicit in the above are several fundamental characteristics of the Foundation, including: 
its international character, implying that it will need mechanisms to work effectively in 
multiple regions and countries; 
its ability to project the work of the CGIAR as dynamic, high-impact, and relevant to a range 
of global priorities of highest importance; 
its need to be flexible and alert to new opportunities for support and partnerships in a rapidly 
evolving scientific, political, social and business environment; 
its need to be service-oriented and accountable to the CG Centers and other key constituencies; 
its focus on those services most efficiently done centrally on behalf of all CG Centers, while 
inviting and supporting efforts by individual Centers and other players where these are more 
appropriate or effective. 
0 
e 
e 
The primary work of the Foundation will fall into the following four categories: 
1) “Prospect Research” 
a. Continuing to interact with current investor/members to stay abreast of their priorities and 
devise strategies to communicate effectively the value of their investments in the CGIAR; 
b. Identify new potential sources of public support, and determine the conditions necessary 
to interest them in collaborative ventures with the CGIAR; 
c. Identify new potential sources of private support, and determine the conditions necessary 
to interest them in supporting the CGIAR; 
d. Continually communicate all information obtained through the above three efforts to the 
CGIAR membership and Centers. 
2. “Cultivation” of Prospective Funders 
a. Play the lead role with new potential funding sources in informing them of the work of 
the CGIAR and its role in contributing to their goals and interests; 
b. Convene/facilitate interactions between the more promising new potential sources, and 
appropriate representatives of the CGIAR. In this context, the Foundation will need to 
ensure that it is viewed as an honest broker with the best interests of the overall CGIAR 
in mind. It will work to optimize new resources, promote cooperation instead of 
competition and build long-term relationships and partnerships. 
c. Continually communicate the status of all new ventures to the CGIAR membership and 
Centers. 
3. Lead and coordinate targeted public awareness efforts with current and new potential sources 
a. Develop and expand appropriate communications vehicles (newsletters, web sites, etc); 
b. Develop and implement an expanded media strategy in all regions of the world-North 
and South; 
c. Prepare appropriate materials to share within the World Bank, Co-sponsors, NGOs and 
private sector; 
d. Support NSOs and other national and local collaborators; 
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e. Research and develop major initiatives to highlight the impact, accomplishments, and 
contributions of the CGIAR, the Centers, and their partners; 
f. Support and strengthen the PA and communications efforts of the Centers. 
4. Management of new funds raised through the intensified initiative 
a. 
b. 
C. 
d. 
e. 
Increased funding from public sources (government agencies of countries from the North 
and South), either to the CGIAR as a whole or directly to Centers or Systemwide 
Programs where it might be advantageous to do so (e.g. publidprivate funding or special 
categories of funding); 
Contributions to a CGIAR endowment fund, from multiple sources (e.g., World Bank, 
development banks, major gifts from corporations and individuals, contributed either as 
wholly unrestricted donations or targeted by region, type of activity, or IARC); 
Annual or multi-year direct contributions to the CGIAR or inter-Center initiatives from 
private sources (other Foundations, corporations, individuals); 
Annual or multi-year contributions from private sources directly to individual Centers, 
where advantageous to do so from a legal or tax-exempt standpoint; 
For all new donors, in particular from the private sector (foundations, corporations and 
individuals), the Foundation should play a strong role in acknowledging the 
contributions, and keeping donors informed of how their funds are being used and the 
ongoing achievements of the CGIAR. 
Operationally, the staff of the Foundation would be recruited as new employees or seconded 
from the Secretariat. A variety of professional skills would be assembled with experience in 
communications, public relations and fund raising in various regions of the world. The staff 
would function in a strategic, integrated manner and be performance driven with clear goals 
established and strong accountability measures in place. Although there has been some degree of 
strained relations between the Secretariat’s public awareness staff and Future Harvest, strong 
efforts have been made by both groups more recently to work together to achieve common 
objectives. The Secretariat has developed some initial thinking regarding a future 
communications plan for the CGIAR which will be usefil in moving the new organization 
towards timely implementation. Future Hawest has demonstrated the capacity to gain 
widespread attention for the CGIAR by producing timely studies of significance and interest to 
the media and attracting the support of prominent leaders and celebrities though its Ambassador 
program. This new spirit of cooperation can be the base on which to build a new professional 
cadre. 
Further work will be performed in the coming months regarding the Foundation’s governance, 
operations, staffing and budget. 
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CONCLUSION 
The CGIAR, even with its distinctive record of past accomplishments, has its most critical work 
ahead of it. The combined and related issues of food security, poverty alleviation and the 
sustainable development of agriculture, in the face of population pressures and environmental 
and climate problems are perhaps the greatest set of challenges confionting future generations. 
This familiar set of concerns is repeated here only to stress the vital need for a strong CGIAR 
System to respond adaptively to these challenges in the future. The individual Centers and their 
partners carry out the critical research agenda of the System and must have the capacity to 
perform at a very high level, driven by the need for dramatic results. However, the System must 
increasingly refine the research agenda, based on collaborative research and effective 
partnerships, implement assessment methodologies to measure results and raise the necessary 
financial resources. 
The CGIAR may undergo numerous, unforeseen changes. No doubt, science and technology will 
drive some of these changes as will funding patterns and availability. Current ways of 
organizing and implementing research will likely evolve in more collaborative directions that 
optimize scarce scientific and other resources. Clearly, the CGIAR is not a static organization. 
What is most critical, however, is the continuation of the CGIAR's commitment to public goods 
research on behalf of the world's poor. The corollary to this commitment is to obtain and allocate 
wisely resources to achieve the results that will be critically needed to address the challenges 
noted above. 
This commitment and strategic focus can and must be effectively communicated. With increased 
awareness and continuing research successes, the necessary financial resources from the public 
and private sectors will be forthcoming. 
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PROPOSED STRUCTURE OF N E W  PA/RI\/I ENTITY 
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WORKING GROUP MEMBERS 
Anne S. Acosta 
Donor Relations Officer 
CIMMYT 
Walter P. Falcon 
Co-Director 
Center for Environmental Science and Policy 
Stanford University 
Tiff D. Harris 
Director of External Relations 
CIMMYT 
Jean-Pierre Jacqmotte 
Executive Secretary 
CGIAR Center Directors' Committee 
Iain MacGillivray 
Senior Adviser 
Agriculture and Natural Resources Policy 
Branch 
Canadian International Development Agency 
Alexander F. McCalla 
Chair, Finance Committee 
CGIAR Secretariat 
John Riggan 
President, CEO 
The Conservation Company 
Pedro A. Sanchez 
Director General 
ICRAF 
Ravi Tadvalkar 
Director, Finance Team 
CGIAR Secretariat 
Carl-Gustaf Thornstrom 
Senior Research Adviser, Agriculture 
Department for Research Cooperation 
Swedish International Development 
Cooperation Agency 
Hubert Zandstra 
Director General 
CIP 
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APPENDIX B 
PARTIAL INTERVIEW LIST 
ICLARM 
CGUR 
Secretariat and select committees 
Selquk Ozgediz 
Director, Management Team 
Alexander von der Osten 
Executive Secretary 
Aprilani Soegiarto 
Vice Chair, Board of Trustees 
Chair, Program Committee 
Meryl J. Williams 
Director General 
I C W  
Ruth Raymond 
Chair, Public Awareness Association 
Donald L. Winkelmann 
Chair, Technical Advisory Committee IFPRI 
Pedro A. Sanchez 
Director General 
Centers 
CIFOR 
Per Pinstrup-Andersen 
Director General 
IRFU 
Norman Macdonald 
Deputy Director General - Finance and 
Administration Director General 
Ronald P. Cantrell 
Jeffiey A. Sayer 
Director General 
Gill Shepard (Chair, CIFOR Board of 
Trustees) 
Research Fellow 
Overseas Development Institute 
Forestry Research Programme 
Yoriko Meguro (CIFOR Board Member) 
Sophia University, Tokyo 
Duncan Macintosh 
Head of Public Awareness 
Spokesperson 
External Relations 
Gordon B. MacNeil 
Treasurer and Director for Finance 
WARDA 
Kanayo F. Nwanze 
Director General 
CIP 
Corporations 
Hubert Zandstra (Chair, PARC) 
Director General Bernard Auxenfans 
President, Europe-Africa 
Monsanto 
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Wallace D. Beversdorf 
Head of Research and Development, Seeds 
Novartis 
R.N. Sam Dryden 
Managing Director 
Emergent Genetics, Inc. 
Steven Lack 
Manager, Planning & Evaluation 
Grains Research & Development 
Corporation, Australia 
Jeremy Nichols 
Social Investment Officer 
BP Amoco 
Anne Weir 
Director of Community and Non- 
Governmental Relations 
Unilever 
Foundations 
Carol Berde 
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McKnight Foundation 
Catherine Cameron 
Executive Director 
Wallace Global Fund 
Robert Herdt 
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Rockefeller Foundation 
Toby Johns 
Director of International Programs 
Baring Foundation 
Anu Kumar 
Program Officer 
MacArthur Foundation 
Don Mentz AM 
Executive Director 
The Crawford Fund 
Sandy Smith 
Program Officer, Environment 
CS Mott Foundation 
Co-sponsors 
Henri Carsalade (Cosponsor) 
Assistant Director-General 
Sustainable Development Department 
FA0 
Paul N. Hubbard 
Manager, Development Grant Facility 
Partnerships Group 
Strategy and Resource Management 
World Bank 
Roberto Lenton (Cosponsor) 
Director, Sustainable Energy and 
Environment Division 
UNDP 
Jagmohan Maini 
Coordinator and Head 
Secretariat of the Intergovernmental Forum 
on Forests 
Division for Sustainable Development 
UNDP 
Alexander F. McCalla 
Director, Rural Development Department 
World Bank 
Eugene Terry 
Advisor 
Rural Development Department 
World Bank 
Member Nation Organizations 
EIARD Meeting in Athens, Oct 7-8, 1999 
Consultation with European 
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Chief Natural Resources Adviser 
Natural Resources and Research Department 
Department for International Development 
UK 
Ian Bevege 
Principal Advisor 
Australian Centre for International 
Agricultural Research 
Robert Clements 
Director 
Australian Centre for International 
Agricultural Research 
Dana Dalrymple 
Consultant 
USAID 
Paul A. Egger 
Head, Agricultural Division 
Federal Department of Foreign Affairs 
Swiss Agency for Development and 
Cooperation 
Iain MacGillivray 
Senior Adviser 
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Branch 
Canadian International Development 
Agency 
John Murray 
Rural Development Group 
Australian Agency for International 
Development 
Emmy M. Simmons 
Director, Center for Economic Growth and 
Agriculture Development 
USAID 
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Andre Diddere 
Head Researcher 
European Foundation Center 
Don Lee 
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Korean National University 
Edgardo Muscardy 
Executive Secretary 
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Director of Operations 
Future Harvest 
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Director 
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Terry Venables 
Director, ECAS 
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APPENDIX C
CORPORATE FUNDERS WITH POTENTIAL INTEREST IN CGIAR WORK 
ABB 
Zurich, Switzerland 
AgriBioTech, Inc. 
Henderson, NV 
Agrium 
Calgary, AI berta, Canada 
Denver, Colorado 
Alpharma Inc 
Fort Lee. NJ. 
American Home Products 
Madison. NJ 
Bayer 
Bayer, UK 
Bajaj Auto Limited 
Akurdi. Pune, India 
BG plc 
Reading, UK 
BMW AG 
Munich. Germany 
BP Amoco 
London. UK 
The ConAgra Foundation 
Omaha, NE 
Chevron 
San Francisco, CA 
Diageo plc 
London. UK 
Dow Chemical Company 
Midland. Michigan 
DuPont 
Wilmington, DE 
Eli Lilly & Company 
Indianapolis, Indiana 
Empresas La Moderna, SA de CV 
Nuevo Leon, Mexico 
Hoechst AG Foundation 
Frankfurt, Germany 
General Mills, Inc. 
Minneapolis, MN 
Genentech, Inc. 
San Francisco, CA 
Glaxo-Wellcome Plc 
Middlesex, UK 
Jefferson Smurfit Group Plc 
Hertfordshire, UK 
Johnson & Johnson, Inc. 
New Brunswick, NJ 
Land O’Lakes Foundation 
St. Paul, MN 
Washington, DC 
Lvdec Corp. 
Menlo Park, California 
Lorentzen Empreendimentos S/A 
Rio de Janeiro, Brazil 
McDonald’s Corporation 
Oakbrook, IL 
Merck Co. Foundation 
Whitehouse Station, NJ 
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Molinos Rio de la Plata, SA 
Buenos Aires, Argentina 
Nisshin Oil Mills 
Chuo-ku, Tokyo, Japan 
Norsk Hydro 
Oslo, Norway 
Novartis AG 
Basel, Switzerland 
Oil-Dri Corporation of America 
Chicago, Illinois 
Pfizer, Inc. 
New York, NY 
Pioneer Hi-Bred 
Des Moines, Iowa 
Pioneer Hi-Bred, Canada 
West Chatham, Ontario 
Schering-Plough 
Kenilworth, NJ 
Sedgwick Group plc 
London, UK 
Shell Transport and Trading Company 
London, UK 
SmithKline Beecham 
London, UK 
Terra Industries Inc. 
Sioux City, Iowa 
Unilever plc 
London, UK 
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APPENDIX D 
PRIVATE FOUNDATION FUNDERS WITH POTENTIAL INTEREST IN C G I m  WORK 
Allen Foundation 
Midland, Michigan 
The Baring Foundation 
London, UK 
Frank Stanley Beverdidge Foundation, Inc. 
Massachusetts 
Burroughs Wellcome Fund 
Research Triangle Park, NC 
Carnegie Corporation 
New York, NY 
The Henry Doubleday Research Association 
Coventry, UK 
The Dreyfus Health Foundation 
Bloomfield, New Jersey 
E&Co. 
The Energy Foundation 
San Francisco, California 
The-Ford Foundation 
New York, NY 
The W. Alton Jones Foundation 
Charlottesville, Virginia 
The Kellogg Foundation 
Battle Creek, Michigan 
The Aga Khan Foundation 
London, UK 
The Kulika Charitable Trust 
London, UK 
The MacArthur Foundation 
Chicago, Illinois 
The McKnight Foundation 
Minneapolis, MN 
The Charles Stewart Mott Foundation 
Flint, Michigan 
The David & Lucile Packard Foundation 
Menlo Park, California 
The Ripple Ef€ect Foundation 
Wiltshire , UK 
The Rockefeller Brothers Fund 
New York, NY 
The Rockefeller Foundation 
New York, NY 
The Rowan Trust 
Reading, UK 
The Sainsbury Group 
London, UK 
The Gatsby Charitable 
The Ashden Charitable Trust 
The Staples Trust 
The Headley Trust 
The JJ Charitable Trust 
The Linbury Trust 
Foundation 
The Weeden Foundation 
New York, NY 
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APPENDIX E 
A CORPORATE PARTNERSHIP STRATEGY 
FOR THE CGIAR 
OVERVIEW 
In this preliminary report, Addventure Network will provide for the Consultative Group on 
International Agricultural Research (CGIAR) the significance of a partnership strategy with 
corporations designed to accomplish two important goals: 
to raise public awareness of CGIAR/Future Harvest and its mission among the broadest 
range of constituents, and 
to create a sustainable stream of income for the organization, creating a larger budget for 
agricultural research and establishing a more secure and diversified system of resource 
mobilization. 
0 
The report details the value of such partnerships in the larger context of social marketing, an 
important method of generating resources for contemporary civil society organizations. ‘The 
report also includes an analysis of the current business situation for CGIAlUFuture Harvest, 
presents criteria for selecting appropriate partners, and suggests the steps needed to prepare the 
organization to effectively pursue the corporate partnership strategy. 
WHAT IS SOCIAL MARKETING? 
Over the course of the 20’ century, the history of the relationship between business and society 
has changed dramatically. What began in the 1900’s as philanthropy or “charity” by 
corporations evolved in the 1950’s into enlightened self-interest and the belief that giving money 
would come back to the business somehow, someday. With the social revolutions of the 1960’s, 
responsibility to aid social causes was seen as a mandated responsibility. By the 1980’s, 
companies began to see the connection between supporting valued social causes and their 
business bottom line. By the end of the 1 9 9 0 ’ ~ ~  corporations now see their relationship to non- 
governmental organizations and the causes they represent as strategic social investment: a long- 
term view that social and business outcomes are equally important in their own right. The trend 
in business today is not “lean and mean,” but rather “lean and meaningful.” 
Corporate citizenship options have become an integral part of the overall business and strategic 
planning of a business. On the one hand, corporations want social good and recognition for 
community contributions. On the other, they want image value, profitability and new business 
opportunities. Social marketing represents a way to accomplish a11 those goals, both social and 
financial. 
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Social marketing is a broad term for the alliance formed between a corporation and an NGO 
representing a social cause. The NGO seeks to increase awareness of its mission through contact 
with corporate constituents, and to generate income for its programs through corporate 
investment, which also leads to increased donations from the corporation’s customers. The 
corporation seeks to extend brand equity, protect customer and employee loyalty, improve 
market share, expand media attention and - as a consequence of all these benefits - to 
measurably increase profitability. The company also seeks to put its money where its values are: 
to invest in a cause that matters to the corporation because it matters to its stakeholders. 
The mystery for many in the nonprofit sector is how corporations have ceased being the “bad 
guy.” It used to be that associating with companies (other than with their semi-independent 
charitable foundations) represented abandoning the mission of the organization. Corporations 
were perceived as being concerned only about making money, making lots of it, and using any 
means possible to achieve it. How did that image change dramatically enough to make working 
with corporations not only financially attractive, but a sound investment towards preserving the 
mission in its purest form? 
Because today’s consumers are far more sophisticated than they used to be, and they have 
learned that they have the power to make choices based not only on price and features, but also 
based on the character of the companies producing products they buy. The latest ConeRoper 
survey (1 999) on cause-related marketing indicates that more than 76% of consumers would 
switch to a corporate brand or product that supports worthy causes. This change in consumer 
attitudes has been a wake-up call for corporations. As a result, businesses have changed their 
priorities. 
And, this is not just an American phenomenon. Studies around the world (including a extensive 
Australian report by Cavil1 & Company, “The New Bottom Line: Consumers, the Community, 
and Business ”) have replicated these results, consistently indicating for consumers on all 
continents that up to 95% reject the argument that a corporation’s only role is to make money. 
There are a number of examples of successful relationships between NGO’s and corporations 
from (among other nations) Ecuador, Uruguay, Brazil, Mexico, Poland, Hungary and India. 
Transnational corporations that are each year progressively increasing their investments in 
strategic marketing partnerships with NGO’s include Nestle, American Express, ICI, British 
Petroleum, Avon, and several tele-communications companies. Because of changing 
expectations among consumers and increased awareness among private sector companies that 
partnerships with NGO’s represent an opportunity for differentiation in the marketplace, these 
examples will continue to grow. 
CGIAR: 
WHY ESTABLISH CORPORATE PARTNERSHIPS? 
For several decades, CGIAR has nourished valuable programs, helping develop agricultural 
resources that will sustain the world’s population while protecting the natural environment and 
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encouraging economic self-reliance in third world countries. The funds to maintain these 
programs have come from traditional sources: grants made through the World Bank and other 
organizations, sponsors in participating countries, and large foundations. 
However, the watchword is change. There is strong evidence that charitable grant-making to all 
organizations will continue to be flat, if not continuously diminishing because of increasing 
demand from more and more NGO’s. As Lester Salomon’s book HoZding The Center (1999) 
indicates (citing research not only from the U.S. but also western and eastern Europe), earned 
income and strategic alliances with the private sector represent the only projected growth areas 
for NGO’s in the coming decade. 
As a result. earned income is now the fastest growing dimension of development activity in the 
nonprofit sector. And, within the earned income arena, generating funding via strategic alliances 
with corporations is producing a significant percentage of budgets for a wide variety of NGO’s. 
Evidence is accumulating that this strategy is also effectively introducing a broad base of 
consumers to organizations that represent social concerns they value, giving them meaningful 
opportunities to support programs which these consumers believe can make a powerful 
difference for good in the world. 
More than any other kind of structure (including governments), corporations increasingly sustain 
the power to reach the public with motivating messages and to influence consumer decision- 
making. This represents an important opportunity for CGIAR and its network of partner 
organizations. Given the evolution of corporate social investment and the needs of the 
organization to increase awareness and generate more diversified streams of income, it is an 
appropriate time for CGIAR to establish a corporate partnership strategy. 
WHY WILL CORPORATIONS VALUE PARTNERSHIP WITH CGIAR? 
Corporations stand to generate competitive advantage in the marketplace through a number of 
outcomes of a partnership with CGIAIUFuture Harvest: 
gaining access to innovative product and service ideas, as well as mechanisms based on 
international best practices in cause-related marketing - to promote profit as well as the 
partnership; 
generating a sense of integrity and dependability for their products and services, which 
leads to incremental and measurable increases in sales; 
helping project a more positive image of the business as a strategic corporate citizen, thus 
building customer loyalty protection and brand equity extension; 
accessing more favorable treatment by governments with which trans-national 
corporations must continually interact; 
diversifjing competitive strategies in order to decrease risk and increase long-term 
viability; 
e 
e 
e 
e 
e 
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expanding market share for existing products or brands by enhancing their social value to 
consumers; 
creating opportunities for cross-promotion with an admirable organization (Future 
Harvest) that represents a valued social agenda; 
generating more favorable media coverage by emphasizing the partnership with Future 
Harvest; and 
improving profitability as a result of all these outcomes. 
0 
0 
0 
WHY NOW? 
Trends research compiled from Peter Drucker’s Change Masters (1  999), the 1997 Trendbiiro 
Report fiom World Trends Research, a 1998 report from Business in the Community, several 
reports fiom American Demographics magazine, and the 1999 update of the ConeRoper Survey 
on Cause-Related Marketing all indicate similar findings: first-world consumers care about 
alleviating hunger, protecting the environment, and bridging the gap between the world’s 
wealthiest and poorest inhabitants. 
The key themes of CGIAWuture Harvest are agricultural research, specifically, and peace and 
justice for developing nations, generally. Few NGO’s represent the reach of CGIARRuture 
Harvest in maintaining programs that truly make a difference for the world’s poor and for the 
millions who go to bed hungry every night. Few organizations can also claim to be making 
significant inroads into creating sustainable food sources that minimize damage to the natural 
environment. 
To date, no corporation has captured the attention of consumers on these global issues. As 
CGIARRuture Harvest proposes a mutually beneficial partnership to an appropriate corporate 
partner, it will position itself as an attractive marketing resource to achieve the multiple goals of 
a social investment strategy. 
It is important for CGIAR to recognize the size of this opportunity. The marketing budgets of 
transnational corporations are often hundreds of times larger than those for philanthropic 
activity. This represents potential access to - and profit fiom - significant resources for 
CGIAIUFuture Harvest programs. Here are some examples to fiame the scope of potential: 
the partnership between Share Our Strength and American Express, and particularly the 
“Charge Against Hunger” strategy has generated for the nonprofit over $15 million US per 
year for five years; 
0 
the Avon Corporation’s partnership with the Komen Foundation working to find a cure for 
breast cancer has provided over $40 million US in the last six years; 
Air India and British Airways programs called “Change For Good” have produced untold 
millions of pounds in the last ten years; and 
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Paul Newman’s work to produce food products whose profits go to charity has generated 
over $100 million US, and the benefits to partnering NGO’s improve in each succeeding 
year. 
These examples symbolize for CGIAREuture Harvest the size of the potential it could realize 
through a well-designed partnership with a socially- as well as strategically-minded corporation. 
CRITERIA FOR SELECTING APPROPRUTE CORPORATE PARTNERS 
Some of the residue of outdated perspectives on creating alliances with corporations involves the 
fear that a well-meaning charitable organization will get “taken” by its profit-minded partner. 
CGIAWuture Harvest can rely on a set of tested strategies for identifjring and then contracting 
with a corporate marketing partner to ensure that the partnership is appropriate, mutually- 
beneficial, and comfortable for both parties: 
1. Pick a partner that matches the CGIAREuture Harvest image. Some companies may at first 
appear attractive because they represent access to particular target consumer markets, but 
their image may be incongruent with the low-key, intelligent character of the entire network 
of CGIAR organizations. This is a question of “personality,” and how CGIARIFuture 
Harvest wants to be known as awareness of its mission reaches many new constituents. 
2. Pick a partner that is credible in its field. Research is the cornerstone of identifying the right 
corporate marketing partner. CGIAWuture Harvest will utilize trade associations, 
brokerage houses and financial institutions to check out a potential partner’s reputation, its 
history, its board of directors and its use of funds. 
3. Pick a partner that is financially and operationally sound. Some corporations may at first 
appear attractive because of a strong relationship to the mission. However, if they are 
experiencing any dramatic change (such as a takeover threat), this may not be the right time 
to create a venture with that company. 
4. Pick a partner that offers the constituencies CGIAWuture Harvest wants to reach. What are 
the demographics and psychograpics of the potential partner’s customers? What geographic 
locations do they represent? How many people will be reached as the partnership is 
promoted, not only current customers but the potential size of this company’s market? 
5 .  Insist upon exclusivity. Try to avoid corporations that have relationships with other NGO’s, 
at least any organizations that have missions related to that of CGIARiFuture Harvest. 
6 .  Design multiple year relationships. Appropriate partners will recognize that durability is an 
important feature of this marketing strategy, and will want to work with the NGO to 
introduce elements of the program over time. 
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7. Pick a partner that will specify minimum amounts of income that will go to the NGO. In the 
example of the relationship between American Express and Share Our Strength, American 
Express committed to (and publicized) making a donation of “at least” $5  million each year 
to programs benefiting from the Charge Against Hunger. 
CGIAFUFuture Harvest does not need to limit itself to partners with a clear relationship to 
agricultural themes. While there are a number of solid possibilities among transnational 
corporations that do have links to agriculture, there are many more that may share the spirit of 
the CGIAR/Future Harvest mission which do not sell agriculturally-based products or even do 
business in the third world. The seven criteria listed above will help CGIAFWuture Harvest 
assess the outcomes a possible partner represents for a partnership with the organization. 
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APPENDIX F 
STRATEGIC MARKETING COUNSEL TO CENTERS 
SUMMARY OF 
QUESTIONNAIRE FINDINGS 
Toward gauging the state of affairs in centers’ relationships with nontraditional donors, The 
Conservation Company distributed a questionnaire to all sixteen centers. This document will 
summarize the most important findings from the received responses. The findings were 
presented in several forums during the 1999 Mid-term Meeting. 
In this new phase of our work with the CGIAR, The Conservation Company has been funded by 
The Ford Foundation to provide strategic counsel to centers in expanding their relationships with 
nontraditional donors, such as private foundations and corporate funders. Over the next three to 
five years, The Conservation Company will serve as a resource to centers as they endeavor to 
diversifL their funding sources and to design and implement innovative resource mobilization 
strategies. Expanding the current set of donors demands strategic consideration of many facets 
of a center’s operations, fiom issues of governance to how information on grants are acquired 
and used. 
The scope of the questionnaire was limited to a center’s experiences with nontraditional donors, 
which include corporations, private foundations, and individual investors. Within that range, we 
received interesting responses to a wide variety of questions from thirteen centers. We are very 
grateful indeed for those who took the time to respond. After parsing the comments, we have 
attempted to offer potential actions with respect to the issues discussed below. 
The topics discussed below are: philanthropic resources; board of trustees; trends in traditional 
and nontraditional support; resource mobilization goals; and System and center-level 
coordination. 
Plt ilantli ropic Resources 
It is an obvious yet important point that despite stellar public relations materials, an 
organization’s fundraising success is dependent on acquiring philanthropic information which it 
can turn into potential leads. Proliferation of philanthropic information in print and in electronic 
formats can often be overwhelming. Despite the vast amount of literature one can monitor, there 
are a few tried and true sources that all centers should be tracking. The responses to the 
questionnaire indicated which “inputs” led to a fundraising “output” of a pitch to a donor. 
Our results show much variance in where centers look for fundraising information. This finding 
was true across the board, regardless of level of experience with nontraditional donors. In one 
case, a center is monitoring all the industry standard fundraising materials in print without using 
the information available on the Internet. 
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There is definitely a need to be more comprehensive about a fundraising prospect search. The 
Conservation Company will be posting electronically a series of resources which centers should 
be monitoring. 
In addition to literature, networking is another input which can result in a lead. However, over 
half of the centers which responded to our questionnaire indicated that conferences have not been 
useful so far in generating leads. 
More exploration is necessary before coming to any conclusions about why conferences are not 
so helpful; there were few explanations offered in the responses we received. We do know that 
organizations often derive more yield in their fundraising from networking contacts that develop 
channels than through tracking literature. In our one-on-one work with centers we will try to 
understand the precise issues involved. Preliminarily, we believe that there is much to be gained 
from a concerted CGIAR representation at conferences, broad or narrowly focused, perhaps 
using the Future Harvest vehicle, than just a center alone. 
These are, of course, basic fundraising issues. Yet the variance in these basic activities revealed 
that there is much ground to be covered as centers move toward a more active engagement with 
nontraditional donors. 
Board of Trustees (BOT) 
An active BOT can be extremely helpful to the fundraising efforts of an organization and indeed, 
typically, that involvement is a precondition of board membership at many organizations. An 
active board member can help, with her new networks, substantially scale-up a center’s 
fundraising effort. 
Only 6 out of 13 centers that responded cited active or increasingly active BOT in fundraising 
matters. Most of these centers had board members who focused almost exclusively on public 
sector support from their native countries. 
These findings were consistent with our expectations. CGIAR board members are not chosen 
traditionally for resource mobilization; rather they were chosen for their scientific credentials and 
specific ODA donor representation. This type of composition is limited and we hope to illustrate 
the importance of a broadly active board and help in certain cases to explore the difficulties of 
reforming an extant board. 
Trends in Traditional Donor Support 
Through our questionnaire, we also sought to find how centers perceived prospects for future 
funding, from both traditional and nontraditional donors. These perspectives in combination 
with the funding goals indicate the types of approaches and strategies a center will use to raise 
funding. 
In our conversations over the past several years, there is a perception that resources are declining 
precipitously. It is true that overall ODA is declining. The ODNGNP ratio has been dropping 
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and moreover, according to the 1997 CGIAR Financial Report, total ODA to the CGIAR 
declined by $8 billion from 1996. 
Despite this, however, CGIAR support as a proportion of total aid dollars has been stable. In 
1997, despite less funding to the System, the proportion of ODA going to the CG was 29 percent 
higher than in 1996. 
This was reflected in the questionnaire. Indeed 6 out of the 13 centers which responded to our 
questionnaire had relatively sanguine prospects for ODA funding in the future; of the remaining 
7 centers, only 3 predicted declining ODA. Indeed one respondent well exemplified the 
unexpectedly moderate to high level of ODA contribution when he wrote: “Steady overall 
funding more than ahead of inflation, which is rather surprising.” 
This is significant for any donor approach. Rather than approaching from a position of need, a 
viable strategy would be to show the stable support of the CGIAR despite a dismal decline in 
OECD dollars. 
It is important to explore the nature of this support, and we seek to understand from the donors 
themselves their perspective on the recent past and the future support of the CGIAR. This 
exploration is also important in connection to seeking nontraditional funding. We will be 
examining how traditional donors can encourage private sector interest in the CGIAR, leveraging 
their confidence in the system into new sources for funding. 
Trends in Nontraditional Donor Support 
Most of the responses with respect to trends in nontraditional funding indicated either little 
experience with the category or dim prospects for donor interest. The latter typified by 
comments such as “funding agriculture not high on their agendas” and “they give small but 
expect huge impacts.” 
There were a few centers, in the minority, that had high hopes for nontraditional funding. One 
response in particular stands out; a respondent wrote of sanguine prospects after “having 
identified specific topics of mutual interest.” This comment stood out in contrast to the those 
that pointed to the self-interested nature of nontraditional donors, corporations in particular. 
While it is certainly true that these interests drive corporations, the process of securing resources 
from them most often derives from a process of finding mutual interests, of complementarity. 
Though this is certainly for some centers, owing to their specific mandates, more difficult than 
others, it is our intention to help centers engage in this process of finding mutual interests 
between themselves and nontraditional donors. 
Resource Mobilization Goals 
From our responses it is clear that maintenance of traditional donor relationships is the primary 
goal for almost all the respondents. This is not surprising. But what is rather interesting is that 
several centers mentioned other strategies. 
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Also significantly, almost all the centers said that capacity was an issue. They either did not 
have or had borderline capacity to meet their set goals. Most centers, we learned, are hiring staff 
or outsourcing for their current fundraising efforts. As one respondent put it: “we actively 
pursue potential new funding sources but recognize that there are limits to our capacity to seek 
new donors and maintain more productive relationships with more than 30 existing donors.” 
Seemingly the focus of most discussions regarding fundraising is efficacy. How to get it done? 
Where to look? Which doors to open? But with the recent funding challenges and goals set, 
costs of securing the capacity to get the job done becomes front and center. It will not be 
inexpensive for most centers to sustain increasingly productive relationships with centers; it will 
mean an even bigger financial commitment to seek out and successfully get nontraditional 
funding. 
This will take a systematic approach to intelligently structure fundraising in centers to gain the 
most efficiency out of limited resources. It will take, for instance, as a few centers pointed out, 
more integration between FR and PA activities. Technology can help here to increase 
productivity. But it will also take learning well from models in use. Sharing lessons learned 
between centers will be necessary. 
System and Center-level Activities 
In this vein, it is significant that 10 out of the 13 centers that responded listed other CGIAR 
centers as competitors in fundraising; while only 4 out of the 13 centers listed each other as 
potential partners. Moreover, 3 out of the 13 said they had no partners in fundraising 
whatsoever. 
As we think about viable findraising strategies for the CGIAR, we should face this issue head 
on: that the most efficiency and most gain for individual centers will come from a higher level of 
coordination and collegiality with respect to fundraising and public awareness that does not 
currently exist. 
This is not to advocate the relegation of all fundraising activities to the system-level; rather there 
should be a clearer division of responsibilities along the system and center level and an honest 
discussion about coordinating various system-level activities such as Secretariat committees and 
PARC. 
Our work with the sixteen centers will involve learning lessons from interventions to share 
through the CGIAR network and to support fledgling efforts that represent a more coordinated 
CGIAR fundraising effort. 
Conclusion 
In conclusion, there is a low but growing number of relationships between CGIAR centers and 
nontraditional donors. And likewise there is a growing expectation of more support in the 
coming years. A cursory view of current efforts reveals areas of potential improvement, such as 
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finding the better ways of getting helpful information; how to turn a lead into a viable proposal; 
and, increased coordination between centers. 
These improvements will take expenditures, in addition to the cost of maintaining or slightly 
expanding current donor relationships. 
The Conservation Company feels that from the responses there seems to be in general realistic 
expectations surrounding nontraditional support. It is going to be neither quick nor easy. Efforts 
will not easily result in many large, unrestricted grants for all centers in a short time-span. There 
are however many opportunities out there and the CGIAR is in potential alignment with a wide 
variety of donor interests. Be it alleviating poverty, combating hunger, ecological management, 
and issues of peace, the CGIAR contributes quality research with significant impact. Efforts to 
make a larger network of donors aware of this work and its impacts should yield considerable 
support in time. 
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